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For the seventh year, I’m delighted to present 
the PRCA Annual Digital Report. This study 
has become a crucial bellwether for the state 
of digital within the PR industry. While things 
move pretty fast in the digital arena, our study 
has shown year on year that PR professionals 
across the UK are evolving and developing 
their skillsets to match changing consumer 
behaviours, uncovering new opportunities to 
reach and engage diverse audiences.

This year we’ve seen some noticeable shifts. 
Social media being used as a reach vehicle to 
raise awareness amongst large audiences is 
clearly an upward trend – with a 6% increase in 
respondents saying they use social in this way. It’s 
hardly surprising with the increased importance 
of paid media, the reduction in effectiveness of 
organic and the developing skills of practitioners.

Yet again, spending on digital has increased 
– especially when it comes to video content, 
possibly driven by rich video mediums such as 
Stories. Interestingly, other disciplines have seen 
budget cuts as a result, notably including SEO.

While the changes are important, it’s also 
interesting to see year-on-year what has 
remained constant. Twitter and Facebook 
remain top of the tree when it comes to the 
networks that are being most used. Yet again, 
Instagram doesn’t seem to have experienced 
the growth in popularity amongst professionals 
that it has amongst the general public.

Whatever you role in the industry, whether 
agency or in-house, and no matter to what 
extent you are using digital practices on a 
day-to-day basis, hopefully this report will be 
a useful way of untangling the trends we are 
currently seeing in the industry. Giving you 
comfort that you are on the right path or giving 
you some ideas as to areas that you might want 
to explore or develop. 

The PRCA’s 2019 Digital PR and 
Communications Report confirms that public 
relations teams still have a firm hand on the tiller 
when it comes to storytelling in the digital realm. 

Almost two thirds of brands assign their digital 
strategy and content development to PR 
departments – up 4% on last year.

Digital spend is also on the rise, according to 
the report, with more being spent on video-
based content than in previous years.

And PR agencies are now spending as much 
time developing social media strategy for their 
clients as they are selling in to online media.

Reflecting the rise in need for digitally pertinent 
content, more of our GingerComms and Ginger 

Research clients, who are primarily PR agencies, 
are requesting stats for social media activation 
than ever before, using them as the basis for 
visual and copy based content.

When it comes to reputation management for 
businesses, we all know how key social media 
is, and this might be why in-house PR teams 
identify digital crisis management as a crucial 
area for further training.

Interestingly, agencies are looking for more 
insight and knowledge in emerging tech such 
as AR, VR, and voice activated apps. 

No one can argue that digitally relevant 
content should be the cornerstone of every 
PR campaign, and it will be fascinating to see 
how modern digital mediums will evolve, and 
what new platforms for storytelling will be at our 
disposal in the near future.

DANNY WHATMOUGH CMPRCA
Chairman, PRCA Digital Group 

Managing Director, Play and Shiny Red,  
Red Consultancy

ELLIE GLASON MPRCA
Creative Director, Ginger Research
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attitudes and

REASONS FOR TAKING BRANDS ONTO SOCIAL MEDIA

responsibilities

The main reasons for brands having a social media presence are 
to drive awareness of what they do (86%), to drive wider audience 
reach (71%), to increase brand awareness (65%), and to use it as a 
customer service platform (40%). These issues remain consistent 
with last year’s findings.

The PR and communications department takes the clear lead on 
digital and social media activities. 61% of respondents say that their 
PR and communications department are responsible for digital and 
social media content, this is up by 4% since last year.
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REASONS FOR NOT USING DIGITAL/
SOCIAL MEDIA MORE OFTEN

When in-house teams were asked why their organisations did not have a larger social 
media presence, the most cited responses are lack of time (39%), lack of staff (35%), 
lack of education (29%), and lack of budget (27%). 

Whilst some of these responses have remained largely the same since last year, the 
number of respondents citing lack of staff has dropped from 49%. Similarly, those 
citing lack of time has dropped from 45%.
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In-house
budgets

MAIN AREAS OF DIGITAL SPEND

Spending on digital and social media has increased slightly since last year, 53% of respondents 
say that their budget has increased over the last 12 months. This is compared to 51% of 
respondents who said the same thing last year. 

When asked about their spending in the next 12 months, 49% say budgets will increase and 44% 
say that they will stay the same. Only 2% of respondents say their budgets will decrease. 

The main areas in which brands are spending their digital and social media budget are:  
video-based content (58%), paid social media activity (58%), and web design and build (47%). 
Video-based content has increased in importance since last year and is up from 49%.
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Brands have decreased their spending 
quite significantly in Search Engine 
Optimisation (SEO), which decreased 
by 10%. Budgets for monitoring and 
listening to customers have fallen by 9% 
this year. Similarly, PPC (paid search) 
budgets have decreased by 7%.  

BUDGET CUTS

PR AND COMMUNICATIONS AGENCIES 
AND HOW THEY ARE BEING USED
The main services that PR and communications agencies provide clients 
help with are online media outreach (13%), video-based content (10%), 
and online press release distribution (10%). Video-based content 
has again increased in importance since last year, this is up by 4%. In 
contrast, text-based content was the second most popular service in 
2018 but it has dropped by 9% this year. 
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BIGGEST CLIENT EXPECTATIONS OF THEIR AGENCIES
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Clients expect PR agencies to deliver on the following services: 
online press release distribution (51%), digital crisis management (49%), 
image-based content (46%), and social influencer outreach (43%). 

49%
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MAIN DIGITAL SERVICE OFFERINGS FROM AGENCIES

The leading services that agencies are offering their clients are 
online media outreach/relations (69%), text-based content (69%), 
and social network strategy (69%). Online media outreach has 
dropped from 83% since last year. 
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platforms

The most popular social media platforms amongst in-house brands are 
Twitter (90%) and Facebook (81%). These have not changed since last 
year, however, Facebook’s popularity has increased by 9%. 
Twitter has dropped slightly by 4%. This is followed by LinkedIn (76%), 
YouTube (69%), and Instagram (63%). 
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platforms

It’s a similar picture at agencies, however, Twitter’s popularity has 
dropped from 91% to 85%. This is followed by LinkedIn at 84%, 
Facebook at 80%, and Instagram at 67%. YouTube is not nearly as 
popular for agencies as it is for clients, 50% of agencies say they 
use this platform as part of their digital PR activity. 
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51%

education

The top three sources of social media education amongst in-
house teams are conferences and events (55%), external training 
courses (51%), and expert blogs (49%). Conferences and events 
have become the top source of education this year, increasing in 
importance by 7%. 
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NEED FOR MORE EDUCATION/INSIGHT

The most highly rated sources of social 
media education amongst agencies are 
expert blogs (47%), external training courses 
(45%), and conferences and events (45%). 
The popularity of conferences and events 
increased by 6% this year. 
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DIGITAL CRISIS 
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The areas in which brands need 
more education are social 
influencer outreach, video-
based content, and digital 
crisis management. The need 
for education in video-based 
content correlates with the 
increases in budgets in that 
area. Monitoring and listening to 
customers was also one of the 
top areas in which brands wanted 
more education in, however this 
year it is has seen one of the 
biggest budget cuts. 
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NEED FOR MORE EDUCATION/INSIGHT

methodology

Agencies are looking for more education in augmented reality/
virtual reality (32%), voice/search apps (25%), and chatbots (24%). 
Voice/search apps have taken over chatbots as one of the areas 
in which agencies need more education. In contrast, augmented 
reality/virtual reality has dropped by 7%, but it remains the number 
one area in which agencies want more education.

Ginger Research partnered with the PRCA to survey 408 agency and in-house PR 
professionals across business services, finance and banking, technology, telecoms, 
charities, NGOs, Government, and other sectors. In-house respondents include 
Directors of Marketing/Comms, Heads of Marketing/Comms, Head of Press/PR. 
Agency respondents include CEOs, MDS, Partners, and Directors.
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